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Abstract 
Social influence is an important factor in guiding individual behavior, including purchase 
decisions. The online gaming industry has demonstrated itself to be one of the most successful 
business sectors to integrate the Internet into its business models. The purpose of the study is to 
investigate the influence an individual’s social environment has on willingness-to-pay a 
subscription fee for an online video game. Specifically, social influence is conceptualized as 
occurring on three levels within an individual’s social environment: the micro-, meso-, and 
macro-levels. Using a survey research methodology, this study examines the effects that these 
influences have on expected benefit, willingness-to-pay, and each other. 
Keywords:  Social Influence, willingness-to-pay, online video games 
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Introduction 
Despite the dot.com bubble bursting at the turn of the 21st century, the Internet remains a viable medium for 
organizations to conduct transactions and provide services to customers. This is not surprising, as 24.7% of the 
world’s population and 73.9% of North America’s population were users of the Internet as of June 30, 2009 
(Internet World Stats, 2009). Many business models have incorporated the Internet into their revenue generating 
activities by advertising, selling products or services, gaining commissions from selling others’ products or services, 
or accepting donations through their websites with great success. For instance, Forester Research estimates that sales 
revenues for online retailers will reach $248.7 billion by 2014 (Schonfeld, 2010), which will represent 8% of all US 
retail sales. 
In particular, providing online content for subscription fees has emerged as a promising business model, with the 
online gaming industry experiencing remarkable success. According to a Strategy Analytics research report, online 
games are forecasted to generate $11.8 billion in revenue globally in 2011 (Brightman 2007). Online games allow 
individuals to play video games with other individual players and are most commonly played over the Internet. 
“Online gaming is a technology rather than a genre; a mechanism for connecting players together rather than a 
particular pattern of gameplay" (Adams and Rollings 2006: pp. 670). As a consequence of its rise in popularity, 
substantial research has resulted which investigates the phenomenon (e.g. Castronova 2005; Jansz and Tanis 2007; 
Klimmt et al. 2009; Koo 2009; Lim and Lee 2009; Meredith et al. 2009). Interestingly, many online games require 
that consumers initially purchase the video game itself in addition to subscription fees to play online. Insight into the 
online gaming industry’s ability to motivate consumers to purchase their online content has the potential to benefit 
other provisioners of online content by providing a better understanding of how to develop viable Internet fee-based 
business models. 
One factor potentially affecting consumers’ willingness to pay for online video games is social influence. Social 
influence occurs when the behavior of other people has a strong influence on the behavior, as well as sense-making 
(i.e. thoughts or memories) of a focal individual (Aarts and Dijksterhuis 2003; Turner 1991). This influence can 
occur both directly, such as through tactics like overt statements, but most commonly occurs indirectly and in subtle 
ways. As observed by Forgas and Williams, “all interpersonal behavior involves mutual influence processes, and 
coordinated interaction by larger social units, such as groups, and even whole societies, is only possible because our 
behavior is guided by pervasive and shared forms of social influence” (2001: pg. 3). Research in the field of 
marketing has long recognized the effect that social influence has on behavior (e.g. Algesheimer et al. 2005; Bourne 
1957; Burnkrant and Cousineau 1975; Sheth and Parvatiyar 1995) and it is considered one of the core issues of 
importance in the field of psychology (Cialdini and Goldstein 2004; Forgas and Williams 2001). Moreover, 
sociologists have also observed that social influence is an important motivation for individual consumption 
(Lichtenberg 1996), while information system (IS) researchers have found it to be an important factor for technology 
adoption and use (Fulk et al. 1990; Konana and Balasubramanian 2005; Shepers and Wetzels 2007; Venkatesh and 
Davis 2000; Venkatesh et al. 2003). 
In examining social influence, a concern for researchers is the level at which the influence occurs. Three levels 
which have been discussed in social influence literature are the micro-, meso-, and macro-levels (see Pettigrew 
1996). Influence can occur within or across levels and, importantly, that influences at different levels often 
aggregate to become “more than the sum of their parts” (Pratkanis 2007: pg. 8). Consequently, social influence is 
more powerful in controlling individual actions and thought than intuition might suggest (Ross and Nisbett 1991).  
Therefore, to gain a better understanding of how social influence affects willingness to pay for online games, we 
attempt to identify causes within each level of influence and examine the affect these have across levels. This study 
is expected to make several contributions. In the area of information systems, the results of this study will expand 
social influence from a single construct, as it is commonly conceptualized in the IS literature (e.g. social norms), to a 
multi-dimensional construct which has influence between levels. Additionally, the results of this study will 
hopefully provide empirical evidence on how these different levels of social influence affect an individual’s 
evaluation of value and each other. Lastly, the results of this study will provide further insight into what motivates 
individuals to pay for online content. 
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Literature Review 
Online Video Games 
A video game is a computerized game in which an individual uses an interface device, such as a joystick or 
keyboard, to control images on a video screen. Using the Internet, online games allow a user to interact with other 
individuals at distributed locations playing the same game. Players are able to act cooperatively or in competition 
against each other. Genres of online games that have grown in popularity include role-playing, first-person shooters, 
and strategy games. 
Academics have begun to examine online games and what motivates individuals to play them. For example, Choi 
and Kim (2004) examined factors which would lead an individual to continue playing a specific online game, 
instead of playing another game. Their study suggests that a significant relationship exists between customer loyalty 
and optimal gaming experience, which they term as “flow.” Furthermore, they found that personal interaction, 
consisting of goal, operation, and feedback, along with social interaction, consisting of communication place and 
communication tools, positively influence optimal gaming experience. Another example is provided by Hu and Lu 
(2004), who extended the Technology Acceptance Model to predict intentions to play an online game. Their study 
suggests that attitude towards playing online games, flow experience, and social norms positively influence intention 
to play online games. Additionally, critical mass, perceived usefulness, and perceived ease of use positively 
influenced attitude towards playing online games, while perceived ease of use has a positive effect on both 
perceived usefulness and flow experience. Yee (2006) developed an empirical model of individual motivations to 
play online games. He found that three major components motivate online gamers: achievement, social, and 
immersion. Subcomponents of achievement motivation included advancement, mechanics and competition. 
Subcomponents of social motivation included socializing, relationship, and teamwork. Subcomponents of 
immersion motivation included discovery, role-playing, customization, and escapism. Wu et al. (2009) examined 
factors which would lead an individual to continue playing a specific online game, instead of playing another game. 
They found evidence that the second order constructs of gratification, which is made up of the first order constructs 
of achievement, enjoyment, and social interaction, in addition to online game service mechanisms, which is made up 
of the first order constructs of fairness, incentive, and security, influence an individual’s motivation to continue 
playing a given online game.  
Our research will focus on massively multiplayer online games (MMOG), which have recently received attention in 
the IS-related literature (e.g. Chen et al. 2008; McKee and Porter 2009). A MMOG is a large multi-player online 
video game which is capable of supporting hundreds of thousands, or even millions of individual players at the same 
time. These games are accessed using personal computers, as well as with modern video game consoles. The most 
frequently used method for large commercial MMOGs to create revenue has been charging subscription fees. One 
example of a MMOG is World of Warcraft, which as of April 2010 boasted 11.5 million subscribers. It is estimated 
that the Blizzard division of Activation (the firm that developed and provides World of Warcraft) generated $1.04 
billion dollars in revenue from subscription fees in 2009 from the game (Suria 2010). These statistics highlight the 
potential viability of firms offering online video games. 
The Theory of Social Influence 
The social world in which a person resides profoundly affects the development of individual values, attitudes, and 
behaviors (Cialdini and Goldstein 2004; Fulk et al. 1990; Venkatesh et al. 2003; Wood 2000). Bem (1972) argues 
that cognitive processes are subjective and retrospective in nature. Consequently, information obtained through the 
interaction with others has an effect on these cognitive processes.  
Social influence has been found to be an important motivation for consuming behavior; the acquisition of a good or 
service by others is a powerful stimulus in creating a desire to consume (Lichtenberg 1996). Consumers of products 
and services experience what Strader and Shaw (1999) refer to as search costs, which occur prior to making a 
purchase. These include time and effort used to identify potential sellers and gather price and quality information. 
One way to reduce search costs is to seek information from trusted individuals, such as peers. In the context of the 
Internet, Smith et al. (2005) found that individuals who make purchases online seek out peer evaluations for use in 
the purchase decision making process. They argue that this behavior is in part a result of consumers feeling 
overwhelmed by the number of product choices and amount of information provided by the Internet. These results 
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are congruent with early marketing research, which has suggested that consumers often use recommendations of 
others in their purchase decision because they do not have the motivation or aptitude to process the information 
(Olshavsky 1985; Rosen and Shavsky 1987). 
The significance of social influence for understanding behavior has consequently precipitated in its widespread 
examination across academic disciplines, such as social psychology, consumer behavior, and marketing. Of 
particular importance, social influence has been an important concept to IS research. For example, many of the most 
commonly utilized theories in IS literature, such as the theory of reasoned action (Ajzen and Fishbein 1973), the 
theory of planned behavior (Ajzen 1991), the diffusion of innovation theory (Rogers 1962), the technology 
acceptance model 2 (TAM2) (Venkatesh and Davis 2000) and the unified theory of acceptance and use of 
technology (Venkatesh et al. 2003) recognize the importance of social influence. Of particular relevance to this 
research are recent studies which have examined the effect of social influence in the context of the Internet. For 
instance, Dholakia et al. (2004) found evidence that social influence is a significant motivator for participation in 
virtual online communities. Hsu and Lu’s (2004) research demonstrated that factors of social influence can have 
significant direct effects on attitudes and intentions to participate in online gaming. Wu and Liu (2007) used an 
extended TRA to examine which antecedents predict individuals’ intentions to play online video games. Their 
research suggested that subjective norms have a significant positive relationship with the development of intentions 
to play online video games. 
In examining social influence, a concern for researchers is the level at which the influence occurs. Three levels 
which have been discussed in social influence literature are the micro-, meso, and macro-levels (see Pettigrew 
1996). The micro-, or cognitive-level, is concerned with the influence that an individual person’s traits has on their 
behavior. In the context of the Internet, an individual’s beliefs and preferences would largely determine the 
perceived overall quality or expected benefits from a particular site. The meso-, or interpersonal-level, which has 
been observed to be the most commonly researched level of social influence (Pratkanis 2007), is concerned with 
how people influence each other. The notion that the norms of a personal communication network (PCN), or peer 
group of friends, can affect an individual’s behavior and cognitive processes is an example of influence occurring at 
this level. The macro-level is concerned with the influence which occurs from the culture or social structure in 
which an individual resides. For instance, reputation would be considered a macro-level phenomenon which can 
have influence on individuals or groups. It should be noted that the causes of influence can occur within or across 
levels and, importantly, that influences at different levels often aggregate to become “more than the sum of their 
parts” (Pratkanis 2007: pg. 8). Consequently, social influence is more powerful in controlling individual actions and 
thought than intuition might suggest (Ross and Nisbett 1991). Therefore, to gain a complete understanding of how 
social influence affects WTP for online video games, we identify causes within each level of influence, examine the 
effect these have across levels, and determine whether an interaction effect exists between influences occurring at 
different levels. 
Willingness-to-Pay 
Willingness-to-pay (WTP) can be described as the maximum monetary amount a consumer would spend to obtain a 
given product or service (Ajzen and Driver 1992; Cameron and James 1987; Mooradian and Olver 1997). As 
observed by Pearce (1983), individual preference is expressed in the market as offers of money for some product or 
service. This can be interpreted as a display of WTP for the expected benefits that a product has to offer that 
individual. Pearce therefore conceptualizes WTP as what a consumer is willing to pay in excess over the price paid 
for the good, not simply what consumer actually paid. Conceptualizing WTP in this way is useful, because it 
suggests that investigation into consumers’ WTP for a product or service which the individual is already purchasing 
could result in a higher WTP than the price which is currently being sacrificed. 
WTP, in the form of the contingent valuation method, has been frequently utilized in medical decision-making 
literature to determine benefits for medical procedures (see Olsen and Smith 2001), in environmental-related 
research to estimate the value of ecological initiatives (e.g. Wiser 2007; Johnston et al. 2005), and in the marketing 
literature to determine the monetary value consumers attribute to a good or service (e.g. Fuchs et al. 2010; Sinha et 
al. 2010). Related to our research, WTP has been examined in the context of products and services offered via the 
Internet, including online sports content (Lopes and Galletta 2006) and competition in online auctions (Chan et al. 
2007). In the context of this study, willingness-to-pay is conceptualized as the monetary expression of the 
summation of gains or utility that an individual anticipates experiencing as a result of playing an online game. As 
Lopes and Galletta (2006) observe in their research, determining a consumer’s WTP is an important step in 
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calculating the appropriate subscription fees for online content; such research might in fact reveal charging fees may 
not be possible. Therefore, for the purposes of this study, willingness-to-pay will be our dependent variable. 
Expected Benefits 
In the context of this study, expected benefits can be defined as the summation of gains or utility that an individual 
anticipates experiencing as a result of playing an online game. Thus, expected benefits represent a micro-level 
factor. Research has demonstrated that one benefit which users seek when accessing a web site is enjoyment (Van 
der Heijden 2003). For online games, the notion of enjoyment, or fun, is captured in Sherry et al.’s (2006) study of 
gratifications as predictors of game use and preference, where it was found that challenge, competition, diversion, 
arousal, fantasy, and social interaction were significant benefits motivating individuals to play video games, 
respectively. The literature examining video games, both on- and offline, generally support the results found by 
Sherry et al. (Steinkurhler and Williams 2006; Sweetser and Wyeth 2005; Vorderer, Hartmann, and Klimmt 2003; 
Yee 2006). 
Pearce (1983) argued that expected benefits can be measured using the WTP of an individual, suggesting these two 
constructs are positively correlated. In the context of the Internet, Lopes and Galletta (2006) found that expected 
benefits had a significant positive relationship with WTP for online content. We therefore suggest that expected 
benefits will have a positive relationship with consumers’ willingness to pay for online video games. 
H1: Expected benefits from playing an online video game will have a significant and positive relationship with 
willingness-to-pay a subscription fee. 
Overall Technical Quality  
Research has suggested that perceived quality plays an important role in affecting decisions of individuals about 
purchasing goods and services. Because this research is concerned with the role of quality in consumer behavior, we 
take a marketing approach in defining perceived quality as “the consumer's judgment about a product's overall 
excellence or superiority” (Zeithaml 1988: pp. 3). Perceived quality is different from objective quality (Garvin 1983; 
Zeithaml 1988) and can be based on personal beliefs and preferences, the consumer’s peer group, or the providing 
firm’s public image and reputation.  
Various quality attributes of video games, both on- and offline, have been examined in the literature, including 
online gaming latency (Claypool and Claypool 2006), image quality (Bracken and Skalaski 2005), storyline (Shelly 
2001), and overall game usability (Cornett 2004). However, researchers commonly view quality as an overall, or 
global, attribute of a product (Everard and Galletta 2006; Lopes and Galletta 2006; Olshavsky 1985). In the context 
of the Internet, Wathen and Burkell (2002) argue that quality belief (credibility assessment) of a website will be 
based on prominent features, such as appearance, the organization of information, and the ease of which consumers 
can use the site’s interface, while not focusing on the details of any specific attribute. Empirical research examining 
perceptions of website quality suggest that it has a significant influence on both customer satisfaction (Ethier et al. 
2006; Flavian et al. 2006) and trust (Everard and Galletta 2006; Flavian et al 2006; McKnight et al. 2002). In turn, 
this results in increased loyalty to a website (Flavian et al. 2006; Srinivasan et al. 2002) and a greater willingness to 
conduct business transactions with that website (Everard and Galletta 2006; Liao et al. 2006; McKnight et al. 2002; 
Srinivasan et al. 2002). For the purposes of our study, we adopt the view of perceived website quality as an overall 
assessment and not attributable to any single element. 
When a customer perceives a product or service to be of higher quality than that of a competing product or service, 
that individual will expect to pay a higher price for the product or service (Zeithaml 1988). This relationship 
between quality and willingness-to-pay has been examined previously in the literature (e.g. Homburg et al. 2005; 
McCluskey et al. 2007), including in the context of content provided via the Internet (Lopes and Galletta 2006). We 
therefore suggest that an individual’s overall perceived quality of an online game will influence consumers’ 
willingness to pay a subscription fee to have access to that game.  
H2: Perceptions about the overall technical quality for an online video game will have a significant and positive 
relationship with the expected benefits from playing that online video game. 
Economics and IT Value 
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Personal Communication Network Norms 
One theory which examines social influence in the IS context is the social influence (SI) model of technology use 
(Fulk et al. 1990; Fulk and Steinfield 1990; Schmitz and Fulk 1991). It argues that perceptions of media are, to some 
degree, subjective and socially constructed. Specifically, social influence is exerted through “overt statements” 
(Salancik and Pfeffer 1978), “vicarious learning” (Bandura 1986), “norms for behavior”, and “social definitions of 
rationality”. The SI model further posits that social influence is most likely to occur within a personal 
communication networks (PCN), or “ego network” (Rogers and Kincaid 1981). A PCN is a small social network 
which is comprised of a focal individual and those people with whom the focal individual frequently associates, 
such as close friends. Therefore, the values, attitudes, and behaviors of those within a personal communication 
network help to shape the perception and use of communication media. This is congruent with the notion that shared 
reality is a significant factor in the developing, sustaining, and functioning of groups (Levine and Higgins 2001). 
Moreover, Festinger (1954: pp. 124) has posited that “the existence of a discrepancy in a group with respect to 
opinions or abilities will lead to action on the part of members of that group to reduce the discrepancy.” 
Research utilizing the SI model has found empirical evidence supporting its theories. For instance, Schmitz and Fulk 
(1991) found that social influence variables had both direct and indirect effects on total use of e-mail within an 
organization. In particular, it was demonstrated that individual media assessments and use were linked with those 
co-workers with which an individual communicates most frequently. Campbell and Russo (2003) found evidence 
that the perceptions and uses of mobile phones within PCNs were significantly less variable in comparison to other 
individuals within their research sample. While the SI model of technology use was developed to specifically 
address issues of technology use in communication media within an organization, its robust theoretical foundations 
allow us to extend its framework to analyze the effect of social influence of a PCN on WTP for online video games, 
which are also considered a type of media. We therefore posit that that social influence from an individual’s PCN 
will influence WTP. 
H3: PCN norms will have a significant and positive relationship with expected benefits from playing that online 
video game. 
H4: PCN norms will have a significant and positive relationship with perceptions about the overall technical quality 
for an online video game. 
Reputation  
Reputation is defined as “stakeholders’ perceptions about an organization’s ability to create value relative to 
competitors” (Rindova et al. 2005). It has been observed that a good reputation is developed when customers believe 
a company offers products of a high quality (Shapiro 1983). In the instance where imperfect information is available 
about a product, quality cues, such as reputation, are used to predict the quality attributes of a product prior to 
purchase (Monroe 2003). One view of how reputation is developed suggests that the quality of a firm’s products 
produced in the past is used by consumers judge the quality of products available in the present (Shapiro 1983; 
Weigelt and Camerer 1988); it is therefore a reflection of organizational performance over time. A different 
perspective to how reputation emerges, as discussed by Rindova et al. (2005), draws from institutional theory 
(DiMaggio and Powell 1983). Scholars who adopt this position argue that as a result of imperfect information, 
individuals look to high-status actors, whom they believe have greater ability to judge providers of products and 
services, for queues on how to act or think (Rao 1998).  
Despite disagreement among scholars on the origins of reputation, research has repeatedly demonstrated that 
reputation exerts influence on an individual’s actions and beliefs. For instance, Davies et al. (2003) reported that 
reputation can affect an organization’s ability to attract consumers, generate positive media coverage, create interest 
from investors, attract high-caliber employees, and increase overall job satisfaction. Furthermore, Dawar and Parker 
(1994) found that reputation, in the form of brand name, was relied on more heavily for signals in judging product 
quality than price or physical appearance, regardless of cultural differences. Chu et al. (2005) found evidence that 
the reputation of online retailer acts as a signal to individuals about the reliability of transactions over the Internet. 
Their research suggests that having a well-known retailer reputation positively affects consumer purchase intentions, 
particularly for goods from manufacturers that were considered to have weak brand names. In research on WTP, 
Landon and Smith (1997) found evidence that brands with reputations for high-quality products induced consumers 
to higher levels of WTP. Lopes and Galletta (2006) found evidence that reputation has a direct effect on both the 
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expected benefits derived from paying a subscription fee for online content and the overall perceived quality of a 
web site.  
H5: Reputation will have a significant and positive relationship with expected benefits from playing an online video 
game. 
H6: Reputation will have a significant and positive relationship with perceptions about the overall technical quality 
for an online video game. 
H7: Reputation will have a significant and positive relationship with PCN norms. 
Interaction Effects 
The theory that social influences occurring at different levels interact in such a way that their effect on individuals’ 
behaviors is greater than merely the sum of their individual parts has not received much attention in the IS literature. 
However, one stream from the psychology literature offers some explanation to why interaction might be expected. 
The contingent-consistency hypothesis (Acock and Defleur 1972) argues that perceived norms of the larger 
environment act to reinforce or inhibit the relationship between attitudes and behaviors. As articulated by Liska 
(1984), when consensus occurs in the social environment in which an  individual resides about the norms of that 
social environment, that individual is more likely to possess “well-formed” attitudes, as reality has been clearly 
defined for this person (Sherwood 1967). In turn, personal attitudes which are well-formed have been demonstrated 
to have stronger effects on individual behavior than those developed under more uncertainty (Fazio and Zanna, 
1978; Schuman and Johnson 1976)  
While not being examined extensively, some empirical evidence has offered support the contingent-consistency 
hypothesis (e.g. Grube and Morgan 1990). For instance, Povey et al. (2000) investigated the role of perceived social 
support as a moderator in the context of the theory of planned behavior. This meso-level social construct moderated 
the relationship between attitude and behavior intentions such that the attitude-behavior relationship became 
stronger as perceived social support increased.  
Based on this theory, we posit that there will be a three-way interaction effect between reputation, PCN norms, and 
expected benefits from playing an online video game. We expect that as an individual perceives the social 
environment to be characterized by increasingly positive norms with regards to a given online video game, that 
individual will develop more well-defined attitudes about that game. Consequently, these attitudes will have a 
stronger effect on that individual’s behaviors. 
H8: Reputation and PCN Norms will moderate the relationship between expected benefits from playing that online 
video game and willingness-to-pay a subscription fee such that the positive effect that expected benefits has on WTP 







Figure 1. Research Model 
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Methodology 
To investigate our hypotheses, a survey research design will be used. The first step was to develop our instrument. 
We used an extensive literature review to identify previously validated measurements for our constructs of interest. 
To measure our dependent variable, willingness-to-pay, a contingent valuation (CV) method will be used. 
Specifically, we utilize an open-ended, sealed-bid second price auction elicitation technique to inquire about 
individuals’ maximum WTP. For the construct of reputation we adopted a modified version of an instrument 
developed by Lopes and Galletta (2006). To measure expected benefits, we adopted a modified version of Sherry et 
al.’s (2006) paradigm for gratifications as predictors of game use and preferences. It is important to note that all 
users might not have the same motivations for use or preference of online video games (Crawford 1984; Sherry et al. 
2006). Consequently, we will use a formative scale to measure expected benefits. To measure PCN norms we adopt 
the approach used to test the theory social influence (SI) model of technology use, which measured perceived PCN 
use and usefulness (Fulk et al. 1990; Fulk and Steinfield 1990; Schmitz and Fulk 1991). Thus, PCN norms will be a 
second-order construct which we posit has two contributing first-order constructs: perceived PCN usage frequency 
and perceived PCN enjoyment. To measure perceived PCN usage frequency, we adapted items which measured 
perceived technology usage and level of system utilization (Hsu and Lu 2004; Igbaria et al. 1995). To measure 
perceived PCN enjoyment, we adapted items which measured game enjoyment and perceived fun (Sun and Zhang 
2006; Wu et al. 2009). We will model this second-order construct using a procedure outlined by Wetzels et al. 
(2009). To measure overall technical quality, we developed candidate items based on an extensive review of the 
video game literature focusing on dimensions of video game quality. All items in our instrument utilized a 7-point 
Likert scale.  
We next conducted several pilot tests. We first had our instrument examined by a panel of experts, five professors 
and five PhD students in the areas of IS and management, to assess face validity. Based on the feedback elicited 
from these individuals and from an additional review of the literature, we made refinements to the instrument. We 
then conducted a second round of instrument examination involving a different set of individuals from an 
undergraduate IS course with individuals who play online video games. Based on the additional feedback, we made 
additional refinements to our instrument. 
At this point, the instrument has gone through the initial stages of pilot testing. The next steps which need to be 
carried out in our research project are statistically verifying our measurement model (convergent validity, 
discriminant validity, and instrument reliability) and hypothesis testing. To conduct data analyses, component-bases 
structural equation modeling, of partial least squares (PLS), will be used. We will gather data via an online survey. 
A link to our study will be posted on message boards for popular MMOGs. For incentive to complete our survey, all 
participants will be entered into a raffle for gift certificates from an online video game retailer. Five different 
versions of the survey instrument will be created; each will be specifically tailored to inquire about the WTP for a 
specific MMOG, depending on which message board the link is posted.  Data will be gathered in two phases: the 
first phase will survey individuals from a single web site and will be used to assess the measurement model. To 
accomplish this, we will follow the procedure outlined by Gefen and Straub (2005). The second phase will survey 
individuals from four additional websites; that data will be aggregated to assess the research model. To test for an 
interaction effect among our independent variables, we will use the procedure outlined by Chin et al. (2003). We 
anticipate gathering and analyzing the data over the summer of 2010. 
 Setterstrom & Pearson / Social Influence and WTP 
  
 Thirty First International Conference on Information Systems, St. Louis 2010 9 
References 
 
Aarts, H., and Dijksterhuis, A. 2003. “The Silence of the Library: Environment, Situational Norm, and Social 
Behavior,” Journal of Personality and Social Psychology (84:1), pp. 18-28. 
Acock, A.C., and Defleur, M.L. 1972. “A Configurational Approach to Contingent Consistency in the Attitude-
Behavior Relationship,” American Sociological Review (37:6), pp. 714–726. 
Adams, E., and Rollings, A. 2006. Fundamentals of Game Design (Game Design and Development Series), Upper 
Saddle River, NJ: Prentice-Hall. 
Ajzen, I. 1991. “The Theory of Planned Behavior,” Organizational Behavior and Human Decision Processes, 
(50:2), pp. 179-211. 
Ajzen, I., and Driver, B.L. 1992. “Contingent Value Measurement: On the Nature and Meaning of Willingness to 
Pay,” Journal of Consumer Psychology (1:4), pp. 297-316. 
Ajzen, I., and Fishbein, M. 1973. “Attitudinal and Normative Variables as Predictors of Specific Behavior,” Journal 
of Personality and Social Psychology (27:1), pp. 41-57. 
Algesheimer, U.M., Dholakia, A., and Herrmann, A. 2005. “The Social Influence of Brand Community: Evidence 
from European Car Clubs,” Journal of Marketing (69:3), pp. 19-34. 
Bandura, A. 1986. Social Foundations of Thought and Action, Englewood Cliffs, NJ: Prentice-Hall. 
Bem, D.J. 1972. “Self Perceptions Theory,” in Advances in Experimental Psychology (Volume 6), L. Berkowitz 
(ed.), New York: Academic Press, pp. 1-62. 
Bourne, F.S. 1957. “Group Influence in Marketing and Public Relations,” in Some Applications of Behavior 
Research, R. Likert and S.P. Hayes (eds.), Basil, Switzerland: UNESCO, pp. 207-257. 
Bracken, C.C., and Skalski, P. 2005. “Presence and Video Games: The Impact of Image Quality and Skill Level,” 
Communication and Technology Division at the Annual Conference of the International Communication 
Association, New York, pp. 28-29. 
Brightman, J. 2007. “Report: Online to Represent One Third of Total Game Software Market in 2011,” GameDaily. 
Retrieved 10 November 2009 from http://www.gamedaily.com/articles/features/report-online-to-represent-one-
third-of-total-game-software-market-in-2011/70898/?biz=1. 
Burnkrant, R.E., and Cousineau, A. 1975. “Informational and Normative Social Influence in Buyer Behavior,” 
Journal of Consumer Research (2:3), pp. 206-215. 
Cameron, T.A., and James, M.D. 1987. “Estimating Willingness to Pay from Survey Data: Pre-Test Market 
Evaluation Procedure,” Journal of Marketing Research (24:4), pp. 389-395. 
Campbell, S.W., and Russo, T.C. 2003. “The Social Construction of Mobile Telephony: An Application of the 
Social Influence Model to Perceptions and Uses of Mobile Phones within Personal Communication Networks,” 
Communication Monographs (70:4), pp. 317-334. 
Castronova, E. 2005. Synthetic Worlds: The Business and Culture of Online Games, Chicago, IL: University of 
Chicago Press. 
Chan, T.Y., Kadiyali, V., and Park, Y.H. 2007. “Willingness to Pay and Competition in Online Auctions,” Journal 
of Marketing Research (44:2), pp. 324-333. 
Chen, C.H., Sun, C.T., and Hsieh, J. 2008.” Player Guild Dynamics and Evolution in Massively Multiplayer Online 
Games,” CyberPsychology and Behavior (11:3), pp. 293-301. 
Chin, W.W., Marcolin, B.L., and Newsted, P.R. 2003. “A Partial Least Squares Latent Variable Modeling Approach 
for Measuring Interaction Effects: Results from a Monte Carlo Simulation Study and an Electronic-Mail 
Emotion/Adoption Study,” Information Systems Research (14:2), pp. 189–217. 
Choi, D., and Kim, J. 2004. “Why People Continue to Play Online Games: In Search of Critical Design Factors to 
Increase Customer Loyalty to Online Contents.” CyberPsychology & Behavior (7:1), pp. 11-24. 
Chu, W., Choi, B., and Song, M.R. 2005. “The Role of On-Line Retailer Brand and Infomediary Reputation in 
Increasing Consumer Purchase Intention,” International Journal of Electronic Commerce (9:3), pp. 115-127.  
Cialdini, R.B., and Goldstein, N.J. 2004. “Social Influence: Compliance and Conformity,” Annual Review of 
Psychology (55), pp. 591-621. 
Claypool, M., and Claypool, K. 2006. “Latency and Player Actions in Online Games,” Communications of the ACM 
(49:11), pp. 40–45. 
Cornett, S. 2004. “The Usability of Massively Multiplayer Online Role Player Games: Designing for New Users,” 
Conference on Human Factors in Computing Systems, Vienna, Austria, pp. 703-710. 
Crawford, C. 1984. The Art of Computer Game Design, Berkley, CA: Osborne/McGraw-Hill. 
Davies, G., Chun, R., da Silva, R.V., and Roper, S. 2003. Corporate Reputation and Competitiveness, New York: 
Routledge. 
Economics and IT Value 
10 Thirty First International Conference on Information Systems, St. Louis 2010  
Dawar, N., and Parker, P. 1994. “Marketing Universals: Consumers’ Use of Brand, Price, Physical Appearance, and 
Retailer Reputation as Signals of Product Quality,” Journal of Marketing (58:2), pp. 81-95. 
Dholakia, U.M., Bagozzi, R.P., and Pearo, L.K. 2004. “A Social Influence Model of Consumer Participation in 
Network- and Small-Group-Based Virtual Communities,” International Journal of Research in Marketing 
(21:3), pp. 241-263. 
DiMaggio, P.J., and Powell, W.W. 1983.”The Iron Cage Revisited: Institutional Isomorphism and Collective 
Rationality in Organizational Fields,” American Sociological Review (48:2), pp. 147-160. 
Ethier, J., Hadaya, P., Talbot, J., and Cadieux, J. 2006. “B2C Web Site Quality and Emotions during Online 
Shopping Episodes: An Empirical Study,” Information & Management (43:5), pp. 627-639. 
Everard, A., and Galletta, D.F. 2005-06. “How Presentation Flaws Affect Perceived Site Quality, Trust, and 
Intention to Purchase from an Online Store,” Journal of Management Information Systems (22:3), pp. 55-95. 
Fazio, R.H., and Zanna, M.P. 1978. “Attitudinal Qualities Relating to the Strength of the Attitude-Behavior 
Relationship,” Journal of Experimental Social Psychology (14:4), pp. 398-408. 
Festinger, L. 1954. “A Theory of Social Comparison Processes,” Human Relations (7:2), pp. 117-140. 
Flavian, C., Guinaliu, M., and Gurrea, R. 2006. “The Role Played by Perceived Usability, Satisfaction, and 
Consumer Trust on Website Loyalty,” Information & Management (43:1), pp. 1-14. 
Forgas, J.P., and Williams, K.D. 2001. Social Influence: Direct and Indirect Processes, Philadelphia, PA: 
Psychology Press. 
Fuchs, C., Prandelli, E., and Schreier, M. 2010. “The Psychological Effects of Empowerment Strategies on 
Consumers’ Product Demand,” The Journal of Marketing (74:1), pp. 65-79. 
Fulk, J., and Steinfeld, C.W. 1990. Organizations and Communication Technology, Newbury Park, CA: Sage 
Publications. 
Fulk, J., Schmitz, J., and Steinfield, C.W. 1990. “A Social Influence Model of Technology Use,” in Organizations 
and Communication Technology, J. Fulk and C.W Steinfield (eds.), Newbury Park, CA: Sage Publications, pp. 
117-140. 
Garvin, D.A. 1983. “Quality on the Line,” Harvard Business Review (61:5), pp. 65-73. 
Gefen, D. and Straub, D. 2005. “A Practical Guide to Factorial Validity using PLS-Graph: Tutorial and Annotated 
Example,” Communications of the Association for Information Systems (16:5), pp. 91-109. 
Grube, J.W., and Morgan, M. 1990. “Attitude-Social Support Interactions: Contingent Consistency Effects in the 
Prediction of Adolescent Smoking, Drinking, and Drug Use,” Social Psychology Quarterly (53:4), pp. 329-339. 
Homburg, C., Koschate, N., and Hoyer, W.D. 2005. “Do Satisfied Customers Really Pay More? A Study of the 
Relationship between Customer Satisfaction and Willingness to Pay,” Journal of Marketing (69:2), pp. 84-96. 
Hsu, C.L., and Lu, H.P. 2004. “Why do People Play Online Games? An Extended TAM with Social Influences and 
Flow Experience,” Information & Management (41:7), pp. 853-868. 
Igbaria, M., Guimaraes, T., and Davis, G.B. 1995. "Testing the Determinants of Microcomputer Usage Via a 
Structural Equation Model," Journal of Management Information Systems (11:4), pp. 87-114. 
Internet World Stats. 2009. “World Internet User and Population Stats,” Internet World Stats. Retrieved 8 November 
2009 from http://www.internetworldstats.com /stats.htm. 
Jansz, J., and Tanis, M. 2007. “Appeal of Playing Online First Person Shooter Games,” CyberPsychology & 
Behavior (10:1), pp. 133-136. 
Johnston, R.J., Besedin, E.Y., Iovanna, R., Miller, C., Wardwell, R., and Ranson, M. 2005. “Systematic Variation in 
Willingness to Pay for Aquatic Resource Improvements and Implications for Benefit Transfer: A Meta-
Analysis,” Canadian Journal of Agricultural Economics (53:2-3), pp. 221–248. 
Klimmt, C., Schmid, H., and Orthmann, J. 2009. “Exploring the Enjoyment of Playing Browser Games,” 
CyberPsychology & Behavior (12:2), pp. 231-234. 
Konana, P., and Balasubramian, S. 2005. “The Social-Economic-Psychological (SEP) Model of Technology 
Adoption and Usage: An Application of Online Investing,” Decision Support Systems (39:3), pp. 505-524. 
Koo, D.M. 2009. “The Moderating Role of Locus of Control on the Links between Experiential Motives and 
Intention to Play Online Games,” Computers in Human Behavior (25:2), pp. 466-474. 
Landon, S., and Smith, C.E. 1997. “The Use of Quality and Reputation Indicators by Consumers: The Case of 
Bordeaux Wine,” Journal of Consumer Policy (20:3), pp. 289-323. 
Levine, J.M., and Higgins, T. 2001. “Shared Reality and Social Influence in Groups and Organizations,” in Social 
Influence in Social Reality: Promoting Individual and Social Change, F. Butera and G. Mugny (eds.), Kirkland, 
WA: Hogrefe & Hubner Publishers. 
Liao, C., Palvia, P., and Lin, H.N. 2006. “The Roles of Habit and Web-Site Quality in E-Commerce,” International 
Journal of Information Management (26:6), pp. 469-483. 
 Setterstrom & Pearson / Social Influence and WTP 
  
 Thirty First International Conference on Information Systems, St. Louis 2010 11 
Lichtenberg, J. 1996. “Consuming Because Others Consume,” Social Theory and Practice (22:3), pp. 273-297. 
Lim, S., and Lee, J.E.R. 2009. “When Playing Together Feels Different: Effects of Task Types and Social Contexts 
on Physiological Arousal in Multiplayer Online Gaming Contexts,” CyberPsychology & Behavior (12:1), pp. 
59-61. 
Liska, A.E. 1984. “A Critical Examination of the Causal Structure of the Fishbein/Azjen Attitude-Behavior Model,” 
Social Psychology Quarterly (47:1), pp. 61-74. 
Lopes, A.B., and Galletta, D.F. 2006. “Consumer Perceptions and Willingness to Pay for Intrinsically Motivated 
Online Content,” Journal of Management Information Systems (23:2), pp. 203-231. 
McCluskey, J.J., Mittlehammer, R.C., Marin, A.B., and Wright, K.S. 2007. “Effect of Quality Characteristics on 
Consumers’ Willingness to Pay for Gala Apples,” Canadian Journal of Agricultural Economics (55:2), pp. 217-
231. 
McKee, H.A., and Porter, J.E. 2009. “Playing a Good Game: Ethical Issues in Researching MMOGs and Virtual 
Worlds,” International Journal of Internet Research Ethics (2:1), pp. 1-24. 
McKnight, D.H., Choudhury, V., and Kacmar, C. 2002. “The Impact of Initial Customer Trust on Intentions to 
Transact with a Web Site: A Trust Building Model,” Journal of Strategic Information Systems (11:3-4), pp. 
297-323. 
Meredith, A., Hussain, Z, and Griffiths, M.D. 2009. “Online Gaming: A Scoping Study of Massively Multi-Player 
Online Role Playing Games,” Electronic Commerce Research (9:1-2), pp. 2-26. 
Monroe, K.B. 2003. Pricing: Making Profitable Decisions (3rd ed.), Burr Ridge, IL: McGraw-Hill/Irwin. 
Mooradian, T.A., and Olver, J.M. 1997. “’I Can’t Get No Satisfaction’: The Impact of Personality and Emotion on 
Postpurchase Processes,” Psychology & Marketing (14:4), pp. 379–393. 
Olsen, J.A., and Smith, R.D. 2001. “Theory Versus Practice: A Review of ‘Willingness-to-Pay’ in Health and 
Healthcare,” Health Economics (10:1), pp. 39-52. 
Olshavsky, R.W. 1985. Perceived Quality in Consumer Decision-Making: An Integrated Theoretical Perspective, 
Lexington, MA: DC Health and Co.  
Pearce, D.W. 1983. Cost Benefit Analysis, Second Edition, New York, NY:  St. Martin’s Press. 
Pettigrew, T.F. 1996. How to Think like a Social Scientist, New York: HarperCollins. 
Povey, R., Conner, M., Sparks, P., James, R., and Shepherd, R. 2000. “The Theory of Planned Behavior and Healthy 
Eating: Examining Additive and Moderating Effects of Social Influence Variables,” Psychology and Health 
(14:6), pp, 991-1006.   
Pratkanis, A.R. 2007. The Science of Social Influence: Advances and Future Progress, New York: Psychology 
Press. 
Rao, H. 1998. “Caveat Emptor: The Construction of Nonprofit Consumer Watchdog Organizations,” American 
Journal of Sociology (103:4), pp. 912–961. 
Rindova, V.P., Williamson, I.O., Petkova, A.P., and Sever, J.M. 2005. “Being Good or Being Known: An Empirical 
Examination of the Dimensions, Antecedents, and Consequences of a Good Reputation,” Academy of 
Management Journal (48:6), pp. 1033-1049. 
Rogers, E.M. 1962. Diffusion of Innovations, New York: Free Press. 
Rogers, E.M., and Kinkaid, D.L. 1981. Communication Networks: Toward a New Paradigm for Research, New 
York: Free Press. 
Rosen, D.L., and Olshavsky, R.C. 1987. “The Dual Role of Informational Social Influence: Implications for 
Marketing Management,” Journal of Business Research (15:2), pp. 123-144. 
Ross, L., and Nisbett, R.E. 1991. The Person and the Situation: Perspectives of Social Psychology, New York: 
McGraw-Hill. 
Salancik, G.R., and Pfeffer, J. 1978. “A Social Information Processing Approach to Job Attitudes and Task Design,” 
Administrative Science Quarterly (23:2), pp. 224-253. 
Schepers, J., and Wetzels, M. 2007. “A Meta-Analysis of the Technology Acceptance Model: Investigating 
Subjective Norm and Moderation Effects,” Information & Management (44:1), pg. 90-103. 
Schmitz, J., and Fulk, J. 1991. “Organizational Colleagues, Media Richness, and Electronic Mail,” Communication 
Research (18:4), pp. 487-523. 
Schonfeld, E. 2010. “Forrester Forecast: Online Retail Sales will Grow to $250 Billion by 2014,” TechCrunch, 8 
March 2010. Retrieved online 8 July 2010 from http:// techcrunch.com/2010/03/08/forrester-forecast-online-
retail-sales-will-grow-to-250-billion-by-2014/. 
Schuman, H., and Johnson, M.P. 1976. "Attitude and Behavior," in Annual Review of Sociology (Volume 2), A. 
Inkeles, J. Coleman, and N. Smelser (eds.), Palo Alto, CA: Annual Reviews, pp. 161-207. 
Economics and IT Value 
12 Thirty First International Conference on Information Systems, St. Louis 2010  
Shapiro, C. 1983. “Premiums for High Quality Products as Returns for Reputations,” The Quarterly Journal of 
Economics (98:4), pp. 659-680. 
Shelley, B. 2001. “Guidelines for Developing Successful Games,” Gamasutra. Retrieved on 18 April 2008 from: 
http://www.gamasutra.com/features/20010815/shelley_01.htm. 
Sherry, J.L., Lucas, K., Greenberg, B.S., and Lachen, K. 2006. “Video Game Uses and Gratifications as Predictors 
of Use and Game Preference,” in Playing Video Games: Motives, Responses, and Consequences, P. 
Vordererand and J. Bryant (eds.), New York: Routledge, pp. 213-224. 
Sherwood, J.J. 1967. "Increased Self-Evaluation as a Function of Ambiguous Evaluations by Referent Others," 
Sociometry (30), pp.404-409. 
Sheth, J.N., and Parvatiyar, A. 1995. “Relationship Marketing in Consumer Markets: Antecedents and 
Consequences,” Journal of the Academy of Marketing Science (23:4), pp. 255-271. 
Sinha, R.K., Machado, F.S., and Sellman, C. 2010. “Don’t Think Twice, It’s All Right: Music Piracy and Pricing in 
a DRM-Free Environment,” The Journal of Marketing (74:2), pg. 40-54. 
Smith, D., Menon, S., and Sivakumar, K. 2005. “Online Peer and Editorial Recommendations, Trust, and Choice in 
Virtual Markets,” Journal of Interactive Marketing (19:3), pp. 15-37. 
Srinivasan, S.S., Anderson, R.E., and Ponnavolu, K. 2002. “Customer Loyalty in E-Commerce: An Exploration of 
Its Antecedents and Consequences,” Journal of Retailing (78:1), pp. 41-51. 
Steinkuehler, C., and Williams, D. 2006. “Where Everybody Knows Your (Screen) Name: Online Games as “Third 
Places”,” Journal of Computer-Mediated Communication (11:4), pp. 885-909. 
Strader, T.J., and Shaw, M.J. 1997. “Characteristics of Electronic Markets,” Decision Support Systems (21:3), pp. 
185−198. 
Sun, H., and Zhang, P. 2006. “Causal Relationships between Perceived Enjoyment and Perceived Ease of Use: An 
Alternative Approach,” Journal of Association for Information Systems (7:9), pp. 618-645.  
Suria, A. 2010. “Blizzard’s World of Warcraft: The China Growth Story,” Seeking Alpha, 11 March 2010. Retrieved 
11 May 2010 from http://seekingalpha.com/article/193148-blizzard-s-world-of-warcraft-the-china-growth-story. 
Sweetser, P., and Wyeth, P. 2005. “Gameflow: A Model for Evaluating Player Enjoyment in Games,” Computers in 
Entertainment (3:3), pp. 3. 
Turner, J.C., 1991.Social Influence, Pacific Grove, CA: Brooks/Cole Publishing.  
Van der Heijden, H. 2003. “Factors Influencing the Usage of Websites: The Case of a Generic Portal in the 
Netherlands,” Information & Management, (40:6), pp. 541-549. 
Venkatesh, V., and Davis, F.D. 2000. “A Theoretical Extension of the Technology Acceptance Model: Four 
Longitudinal Field Studies,” Management Science (46:2), pp. 186-204. 
Venkatesh, V., Morris, M.G., Davis, G.B., and Davis, F.D. 2003. “User Acceptance of Information Technology: 
Toward a Unified View,” MIS Quarterly (27:3), pp. 425-478.  
Vorderer, P., Hartmann, T., and Klimmt, C. 2003. “Explaining the Enjoyment of Playing Video Games: The Role of 
Competition,” Proceedings of the 2nd International Conference on Entertainment Computing, Pittsburgh, PA, 
pp. 1-9. 
Wathen, C.N., and Burkell, J. 2002. “Believe It or Not: Factors Influencing Credibility on the Web,” Journal of the 
American Society for Information Science and Technology (53:2), pp. 134-144. 
Weigelt, K., and Camerer, C. 1988. “Reputation and Corporate Strategy: A Review of Recent Theory and 
Applications,” Strategic Management Journal (9:5), pp. 443–454. 
Wetzels, M., Odekerken-Schröder, G., and van Oppen, C. 2009. “Using PLS Path Modeling for Assessing 
Hierarchical Construct Models: Guidelines and Empirical Illustration,” MIS Quarterly (33:1), pp. 177-195. 
Wiser, R.H. 2007. “Using Contingent Valuation to Explore Willingness to Pay for Renewable Energy: A 
Comparison of Collective and Voluntary Payment Vehicles,” Ecological Economics (62: 3-4), pp. 419-432. 
Wood, W. 2000. “Attitude Change: Persuasion and Social Influence,” Annual Review of Psychology (51), pp. 539-
570. 
Wu, J. and Liu, D. 2007. “The Effects of Trust and Enjoyment on Intention to Play Online Games,” Journal of 
Electronic Commerce Research (8:2), pp. 128-140. 
Wu, J.H., Wang, S.C., and Tsai, H.H. 2009. “Why do Players Stick to a Specific Online Game? The Users and 
Gratifications Perspective,” in Proceedings of the Fifteenth Americas Conference on Information Systems, San 
Francisco, CA, Paper 351. 
Yee, N. 2006. “Motivations for Play in Online Games,” CyberPsychology and Behavior (9:6), pp. 772-775. 
Zeithaml, V.A. 1988. “Consumer Perceptions of Price, Quality, and Value: A Means-Ends Model and Synthesis of 
Evidence,” Journal of Marketing (52:2), pp. 2-22. 
